Today the era is of data driven decision making. For any business it has become essential to listen what their customer&apos;s experience is? What they exactly want? How is their brand performing? Are they happy customers? How they can retain them and reduce the rate of churn and convert it into revenue? What&apos;s their user base? What is the age segment which gives them the most of the business? Depending upon the answers of all the above questions are we capable to take a decision which can increase the profits? Are all the answers helping businesses to arrive to some conclusion on the basis of which one can make valid decision? What is the truth value of this conclusion? In this paper we are trying to propose a framework which will help businesses to deduce inference from what the customers are talking about their brand and accordingly they can design a new strategy to save, retain and grow their business by taking effective decisions.
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